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Oleh: Xena Sasa Claudia 
   
Persepsi masyarakat yang selalu memiliki stigma bahwa kecantikan hanya untuk 
perempuan. Boikot terhadap brand kecantikan lokal Dear Me Beauty akibat kesalahan 
dalam melakukan strategi marketingnya dan diperbaiki dengan mengeluarkan produk 
baru yang mendukung kecantikan seluruh kulit Indonesia dan juga kampanye bertajuk 
Beauty is genderless dengan hastagnya #BeautyHasNoGender, yang akhirnya menarik 
perhatian publik. Tujuan penelitian ini adalah untuk mengetahui apakah ada perngaruh 
pesan kampanye #BeautyHasNoGender terhadap brand image Dear Me Beauty di akun 
Instagram @Dearmebeauty. Konsep yang digunakan pada penelitian ini adalah pesan 
kampanye dan brand image. Jenis penelitian yang digunakan adalah kuantitatif 
eksplanatif dengan Teknik pengumpulan data survei. Populasi merupakan pengikut 
akun instagram @Dearmebeauty dengan jumlah 400 responden, hipotesis dengan 
regresi linear sederhana. Hasil Uji hipotesis menunjukan bahwa terdapat pengaruh 
yang cukup signifikan antara pesan kampanye terhadap brand image sebesar 48,1%.  
  
 






The Influence of Beauty Product Campaign Towards Brand 
image on Social Media  




By: Xena Sasa Claudia 
 
Public perception that has become a stigma that beauty is only for women. It started 
with a boycott of the local beauty brand Dear Me Beauty due to a mistake in carrying 
out its marketing strategy and was corrected by launching it’s new products that 
support the beauty of all Indonesian skin and also an advertising campaign titled 
Beauty is genderless with the hashtag #BeautyHasNoGender, which finally be accepted 
by the public and get the public attention. The purpose of this research was to 
determine whether there was an influence of the #BeautyHasNoGender advertising 
campaign message on the Dear Me Beauty brand image on his Instagram account. The 
concepts that’s used in this research are advertising campaign messages and brand 
image. The type of research used is quantitative explanatory with survey data 
collection techniques. The population are the followers of the @Dearmebeauty 
Instagram account with a total of 400 respondents and tested with the hypothesis of 
simple linear regression. The results of hypothesis testing, show that there is a 
significant influence between advertising campaign messages on brand image by 
48.1%.. 
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